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[bookmark: _Toc235014267]1. Introduction
[bookmark: _Toc235014268]1.1 Background of the Study
Food and beverage is a huge and competitive consumer sector in the UK, and organisations are increasingly adopting digital technologies to connect with their customers, reinforce their brand and gain a competitive edge. Food and beverage brands can engage directly with customers by leveraging social media platforms like Instagram, TikTok, Facebook, and X for visual content, comments, reviews, online communities, and personalised communication. These platforms have revolutionized the marketing way of thinking, shifting from a one-directional approach of broadcasting messages to consumers, to a way that now involves a constant two-way communication between a brand and consumers (Gutierrez, 2023).
Social media engagement involves consumers liking, commenting, sharing, reviewing, discussing and generating content about the brand. Such activities can enhance the brand awareness, emotional connections, trust, and consumer-brand relationship (Laradi et al., 2026). In the food and beverage industry, social media engagement plays a significant role as images of food products, online reviews, and influencer recommendations, combined with electronic word-of-mouth (eWOM), can impact purchase decisions (Nurlaela, 2025).
Brand advocacy is when customers are driving the recommendation, support, promotion or defense of a brand to others. For instance, brand advocates can connect with larger consumer groups since their recommendations are more trusted than traditional advertising (Tarabieh 2022). Hence, it is crucial that organisations working in the UK F&B industry recognise the various aspects of social media engagement, and their impact on brand advocacy so that they can transform mere passive followers into active brand supporters.

[bookmark: _Toc235014269]1.2 Problem Statement and Research Gap
To enhance brand performance and customer engagement, food and beverage organisations invest a significant amount of both financial and human resources in social media marketing. Yet, there are still many organisations that use shallow metrics to gauge the success of their social media campaigns, including followers, likes, views, impressions and comments. While these activities confirm that consumers are active online, they do not necessarily signal whether they will recommend, defend or actively promote a brand to other consumers (Yost et al., 2021).
Existing studies have largely focused on the impact of SMM on brand awareness, brand image, customer engagement, purchase intention, brand loyalty and customer retention. Brand advocacy is a rather less studied behavioural outcome that is characterized by voluntary recommendations and active support of a brand (Mohan et al., 2026). Previous research has also led to varying explanations of the ways in which digital engagement affects consumer behavior, notably through mechanisms such as brand trust (Sohaib et al., 2025), brand love (Abu-Alhaija et al., 2026), emotional connection, brand authenticity, and brand relationship quality.
In addition, a large portion of the available evidence is from the hospitality sector, fashion, FMCG and the international markets. In the very competitive and digitally advanced UK food and beverage sector, there is limited context-specific evidence on the impact of social media engagement on brand advocacy (Gutierrez, 2023). This research aims to fill this void by looking at the effects of content quality, interactivity, responsiveness, and user generated content participation on brand advocacy among food and beverage consumers in the UK.

[bookmark: _Toc235014270]1.3 Research Aim
The aim of this research is to examine the impact of social media engagement factors on brand advocacy in the UK food and beverage industry.

[bookmark: _Toc235014271]1.4 Research Objectives
1.	To identify the factors of social media engagement that influence brand advocacy in the UK food and beverage industry. 
2.	To analyse the impact of social media engagement factors on brand advocacy in the UK food and beverage industry.

[bookmark: _Toc235014272]1.5 Research Question
What is the impact of social media engagement factors on brand advocacy in the UK food and beverage industry?

[bookmark: _Toc235014273]1.6 Significance of the Study
This research is important as it contributes to the body of knowledge on social media marketing by exploring brand advocacy as the primary behavioural response engaged in by consumers. Current research has mostly been focused on brand awareness, purchase intention, customer loyalty and customer retention but with comparatively less attention given to brand advocacy as an outcome.
The study will deliver evidence across the UK food and beverages sector as it applies to specific industries. This will increase the understanding of consumer engagement in an environment of high frequency, low switching costs, and high levels of exposure to online recommendations in a competitive market. The results will guide marketing managers in determining which of the following has the highest impact on brand advocacy: content quality, interactivity, responsiveness, or user-generated content participation.




[bookmark: _Toc235014274]2. Literature Review
[bookmark: _Toc235014275]2.1 Social Media Engagement
Social Media Engagement is consumers' mental, emotional and behavioural participation in the brand's communication that happens on social media platforms. It contains behaviours that can be seen like liking, sharing, commenting, reviewing and creating content about the brand. It also encompasses less tangible psychological outcomes like attention, interest and emotional involvement and attachment to a brand (Zegullaj et al., 2023).
Social media engagement is not passive exposure; it takes a consumers' action to communicate with the brand. Since higher engagement can result in better customer relations, consumers are provided with numerous opportunities to share their opinions, questions, content and communicate directly with the organisations (Yost et al., 2021). The interactive nature of social media therefore allows brands to build relationships that are more continuous and closer to the personal than those that are built with traditional advertising.
Food and beverage brands can engage with their audience by creating recipe videos, product demonstrations, competitions, polls, collaborations with influencers, and responding to consumer queries and feedback. If consumers see these interactions as helpful and pertinent, they can help build brand awareness, enhance brand image, and cultivate consumer loyalty (Nurlaela, 2025). Agile social media capabilities also enable organisations to be responsive to variations in consumer preferences and enhance customer-based brand equity (Ikoko et al., 2026).

[bookmark: _Toc235014276]2.1.1 Social Media Content Quality
Social media content quality is the usefulness and relevance of the content, as well as its attractiveness, accuracy and entertainment value, published by a brand. Attractive product photographs, educational videos, recipes, nutritional data, promotions and consumer-related stories are examples of high-quality content. Emotional and sensory content can help to deepen consumer-brand connections in the food industry (Nguyen et al., 2026).

[bookmark: _Toc235014277]2.1.2 Social Media Interactivity
Interactive communication allows for a change from the passive function of a receiver of marketing messages to an active participant in brand-related communication (Laradi et al., 2026). Regular interactions can reinforce consumer's feeling of belonging and engagement to a brand. It can also be helpful in enhancing brand awareness as consumers can get the information and share their experience with others (Zahra, 2025). This sense of value enables customers to be more inclined to share positive experience and promote the brand.

[bookmark: _Toc235014278]2.1.3 Brand Responsiveness
The effectiveness of responsiveness can build confidence and enhance relationship quality, which is reducing uncertainty and alleviating consumer concerns. Another significant value of social media agility lies in its ability to help businesses adjust to customer expectations and new discourses arising on social media. When consumers get useful replies, they might feel respected and gain higher trust in an organization; they are more likely to recommend and support the brand.

[bookmark: _Toc235014279]2.1.4 User-Generated Content Participation
Compared to organisation-created advertising, consumer-created content is more commonly believed to be authentic as it comes from true experiences. It can impact buying choices by offering social proof of product quality and brand worth. Further, engaging consumers in brand-related content production can lead to psychological ownership and emotional connections, which can drive them to champion the brand among their peers and contacts (Sohaib et al., 2025).

[bookmark: _Toc235014280]2.2 Brand Advocacy
Brand advocacy is the voluntary act of consumers to recommend, promote, defend and present positive information about a brand. It is a more advanced kind of customer's behaviour, as it goes beyond satisfying or reordering customers. A brand ambassador actively recommends, reviews and supports a brand, whereas a loyal customer might keep purchasing from a brand without giving them positive feedback.
Brand advocacy can manifest as positive electronic word of mouth, positive online reviews, social media recommendations and standing up for the brand when it is criticized. Such actions are valuable because consumers often view peer recommendations as more credible and trustworthy than paid advertising. Therefore, it is possible to use advocacy to salvage reputation, acquire new customers and lower the cost of customers acquired by advocacy.
Brand advocacy can be created when the consumer feels a strong connection with the brand and understands that sharing their experience with it can enhance their image as a part of that brand. Positive customer behaviours can be promoted by brand love, trust, authenticity and emotional engagement (Sohaib et al., 2025; Abu-Alhaija et al., 2026). Relationship marketing can also generate loyalty and the continuity of the relationships with organisations by enhancing consumer value obtained from the relationships with the organisations (Zegullaj et al., 2023).

[bookmark: _Toc235014281]2.3 The Relationship Between Social Media Engagement and Brand Advocacy
The social media engagement can impact brand advocacy by making consumers' cognitive, emotional and behavioural links to brands stronger. Consumers have the opportunity to become familiar with the brand and build trust if they consistently engage with relevant content, have discussions with organisations and join brand communities. These positive relationships can then foster behaviours of recommendation and advocacy (Laradi et al., 2026).
Quality content can inspire advocacy by creating valuable and pleasurable experiences. Consumers are more likely to share content that they consider attractive, informative or emotionally meaningful. Consumers' inspiration and behavioural intentions can also be enhanced through social media marketing activities, showing the potential of the influence of engaging social media content on consumers' future behaviour (Hamarat et al., 2026).
Interactivity can impact advocacy as it allows consumers to feel like they are in the relationship with the brand. Two-way communication enables consumers to voice their opinions and get them heard by the brands. Active engagement has been linked to positive business consequences, as it can lead consumers to get beyond passive viewers and toward increased behavioral engagement (Yost et al., 2021).
By being responsive, a brand can show concern, consumers transparency and respect, all of which can lead to greater advocacy. Good responses can help build trust and minimise dissatisfaction when it happens, a bad response or none at all, can destroy brand credibility. Trust is noted as an important mechanism linking the impact of social media capacities and social media impacts on loyalty and supportive consumer behaviours (Abu-Alhaija et al., 2026).

[bookmark: _Toc235014282]2.4 Theoretical Framework-Relationship Marketing Theory
The study is also backed by Relationship Marketing Theory which is based on the premise that long term interactions lead to the development of trust, commitment and customer loyalty. With social media, organisations can use relationship marketing, by communicating, responding quickly and interacting in a personal way. Such practices can enhance the quality of relationships and help customers feel compelled to support the business. In various contexts, relationship marketing has been associated with customer loyalty, customer retention and organisational sustainability (Hossain et al., 2026; Ćurčić et al., 2021).
[image: Relationship Marketing Model | Download Scientific Diagram]
Figure 1:Relationship Marketing Theory

[bookmark: _Toc235014283]2.5 Empirical Studies
In their study on active social media engagement in the hospitality industry, Yost et al. (2021) determined that if the consumer engagement is meaningful, it can impact business performance and sales outcomes. Their findings showed that the value of the interaction is greater than having a passive audience experience, although this study focused on the hospitality sector, not food and beverage brands in the UK (Yost et al., 2021).
Tarabieh investigated the effects of social media marketing activities on loyalty intentions. The results of the study revealed the importance of brand awareness, consumer-brand engagement and brand image as mediators of consumer brand loyalty. However, its primary dependent variable was loyalty intention, not actual brand advocacy (Tarabieh, 2022).
The use of social media in the food industry to engage with customers was examined and the rising significance of digital communication for building customer relationships was emphasised. The study did include relevant evidence from the UK, but additional quantitative analysis should be conducted to determine which dimensions of engagement have the most significant impact on advocacy action (Gutierrez, 2023).
The results of the study conducted by Nurlaela indicated social media interaction and brand engagement influenced brand awareness, brand image and brand loyalty in the bakery context. The study confirms that social media engagement is crucial in the food industry, however, it did not explicitly delve into the concept of brand advocacy (Nurlaela, 2025).
Sohaib et al., (Ali and Ahmad-ur-Rehman) discovered that the social media marketing enhanced the brand love and customer behavioural engagement. Their findings indicate that emotional and behavioral engagement can lead to positive brand outcomes, with the impact of gender revealing that engagement results can diverge among consumer segments (Sohaib et al., 2025).

[bookmark: _Toc235014284]2.6 Research Gap
Past research has proven that social media marketing and engagement can impact to brand awareness, brand image, customer retention, purchase intention, loyalty and behavioural engagement. On the other hand, there is relatively scant empirical evidence that provides an explanation of how the social media engagement factors directly affect the brand advocacy behavioural outcome (Tarabieh, 2022; Zahra, 2025).
Many previous studies have used engagement as an overall construct, and have not looked at the impact of specific dimensions. Therefore, it is not well understood which of content quality, interactivity, responsiveness, or participation in UGC has the most impact on consumers' willingness to recommend and defend brands. 


[bookmark: _Toc235014285]2.7 Conceptual Framework
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Figure 2: Conceptual Framework
(Source: Developed by author)






[bookmark: _Toc235014286]3. Methodology
[bookmark: _Toc235014287]3.1 Research Philosophy
The study will adopt the positivist research philosophy. The positivist approach believes that relationships between variables are measurable in terms of numerical data and statistical analysis in an objective manner. It is suitable for this study as the study aims to test the predetermined hypotheses related to the impact of social media engagement factors on brand advocacy. The researcher will not be personally involved with respondents and will follow standardized procedures to minimize personal bias.

[bookmark: _Toc235014288]3.2 Research Approach
Deductive research method will be used. The study will use existing theories and empirical findings to develop hypotheses regarding the relationships between content quality, interactivity, responsiveness, user-generated content participation and brand advocacy. Primary data will then be collected and statistically analysed to see if the proposed hypotheses are accepted.

[bookmark: _Toc235014289]3.3 Research Strategy
A survey research approach will be adopted for the study. Standardised data can be collected in a relatively short time from a relatively large number of respondents with the aid of survey research. It is suitable for the assessment of consumer perceptions, experiences of engagement and the intentions of consumer advocacy. The survey will allow the researcher to compare the answers and to statistically assess the relationship between the research variables.

[bookmark: _Toc235014290]3.4 Research Design
A quantitative cross-sectional research design will be used. Quantitative research will allow the variables to be measured numerically by the statements of the questionnaire, which will be based on the Likert scale. A cross sectional design will be used which means that data will be gathered from respondents at one time. The design is appropriate to the goal of identifying perceptions of social media engagement and brand advocacy behaviours amongst UK food and beverage consumers.

[bookmark: _Toc235014291]3.5 Data Collection Method
The primary data will be gathered by a structured online questionnaire. The questionnaire will comprise of demographic questions and statements to measure social media content quality, interactivity, responsiveness, participation in user generated content and brand advocacy.
Respondents will indicate their level of agreement using a five-point Likert scale ranging from 1 – Strongly Disagree to 5 – Strongly Agree. The online questionnaire will facilitate the distribution process, minimise data entry errors and allow consumers across the UK to complete it.
The literature review, research rationale and interpretation of the findings will be supported by secondary information obtained from academic journals, industry reports and reliable market publications.

[bookmark: _Toc235014292]3.6 Target Population
The target population will be consumers aged 18 years or over who reside within the United Kingdom, engage or follow food or beverage brands on social media and have consumed food or drink products over the last six months at least. The criteria will make sure that the respondents have recent experience with both social media brand engagement and food or beverage purchasing.

[bookmark: _Toc235014293]3.7 Sampling Method
Random sampling technique will be utilized to select the respondents. This approach provides an equal opportunity to the target population members to involve in the research if they are qualified. The questionnaire link will be sent out via online consumer clubs and online communication. Selection of eligible participants will be done without intent to favour certain demographic groups.

[bookmark: _Toc235014294]3.8 Sample Size
The suggested number of respondents is 100. This number is deemed to be manageable within the available time and resources, and adequate for descriptive statistics, correlation analysis and multiple regression analysis. Only full and valid responses, which are eligible, will be used in the final analysis.

[bookmark: _Toc235014295]3.9 Data Analysis Techniques
The data collected will be coded and analysed using statistical software (SPSS). Frequency, percentage, mean and standard deviation will be used to summarize respondents' characteristics and the results of the questionnaire.
Pearson correlation analysis will be used to assess the direction and strength of the relationships between the independent variables and brand advocacy. Multiple regression analysis will be applied to identify the effect of each of the factors and combination of all the factors of content quality, interactivity, responsiveness and user-generated content participation on brand advocacy. The factor with the greatest statistically significant standardised beta coefficient will be considered as the most influential factor. A significance level of p < 0.05 will be used for the evaluation of hypotheses.

[bookmark: _Toc235014296]3.10 Reliability and Validity
Before administering the questionnaire, a pilot test will be given to around 10 respondents. Pilot testing will be used to identify unclear statements as well as any technical issues or weaknesses in the questionnaire. The pilot feedback from the participants will be used to make necessary changes.
Cronbach’s Alpha will be used to evaluate the internal consistency of the questionnaire items relating to each variable. Generally, a value of Cronbach's Alpha of 0.70 or higher will be acceptable. Content validity will be ensured by adapting the statements of the questionnaire from academic literature and correlating the statements with the variables. The research supervisor may also pre-check the questionnaire prior to the final distribution.

[bookmark: _Toc235014297]3.11 Ethical Considerations
The study will comply with the appropriate University research ethics guidelines. The respondents will sign informed consent prior to responding to the questionnaire. Participants will be provided with a clear explanation of the purpose of the research, an estimate of the time required for the research and an explanation of how the collected information will be used.
The participation will be voluntary and the respondents will be given the opportunity to withdraw before answering the questionnaire. No participant will be coerced or pressured to participate. Personal information like names, home addresses and social media account information will not be gathered. All information provided will be anonymous and confidential.
The information collected will be used for academic purposes only, and will be stored in password protected electronic files. Only the researcher and authorised academic supervisors will have access to the data. The results will be submitted in a summary format to maintain anonymity of respondents.

[bookmark: _Toc235014298]4. Expected Findings
The study will conclude that there is a significant positive relationship between social media engagement factors (SMEF) and brand advocacy (BA) in the UK food and beverage industry. It is expected that consumers who receive attractive, relevant and useful content will show a higher level of willingness to recommend brands. It is also believed that the interaction of social media will enhance advocacy based on having more consumer involvement and participation.
Brand responsiveness is also likely to have an impact on advocacy as it can increase trust and customer satisfaction with the brand if they respond quickly and in a helpful way. User-generated content participation may be especially impactful since consumers who are creating and sharing brand related content already demonstrate active support. In sum, the research will highlight the importance of meaningful engagement rather than getting many followers, views or likes. The results could show that food and beverage companies need to emphasize on two-way communication, customer engagement, and engaging with them in a meaningful way in order to turn their followers into brand advocates.

[bookmark: _Toc235014299]5. Limitations
There will be 100 respondents in the study and this may not be large enough to be representative of the UK population. A cross-sectional design will allow for measuring the perception of consumers at a single cut-off time and will not be able to establish causal relationships in their full extent. Responses will also be self-reported and may be affected by social desirability or inaccurate recall. In addition, each social media platform and each individual food and beverage product category will not be analysed separately.

[bookmark: _Toc235014300]6. Conclusion
The current proposal is a quantitative study that aims to examine the effect of social media engagement on brand advocacy for the UK food and beverage sector. This study uses content quality, interactivity, responsiveness and participation in user generated content as the main independent variables and brand advocacy as the dependent variable. The proposed relationships are grounded in the thoughts of Customer Engagement Theory and Relationship Marketing Theory.
A structured online questionnaire will be used to collect primary data from 100 consumers in the UK, which will be analysed through descriptive statistics, correlation and multiple regression. An important gap in the study is expected to be covered, as the factors that influence consumer social media engagement and drive them to recommend, support and defend food and beverage brands are expected to be identified. The results will provide actionable insights to enhance digital marketing practices and help transform passive consumers into proactive brand ambassadors.
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